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1.0 INTRODUCTION 


It is important to note that banks play a key part in every country's economic structure. In 
accordance with their Memorandums and Articles of Association, banks execute a wide range of 
duties. Banking in a politically defined and delimited geographic area must be closely monitored and 
regulated by the government's central bank. Banks that specialise in agricultural and industrial 
lending serve the requirements of farmers and manufacturers. As a general rule, “commercial banks 
have a larger network of branches and tend to focus on serving the financial needs of the wider 
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population (Mian, 2008)”. Because commercial banks have the greatest amount of contact with the 
general public, central banks are always looking for methods to enhance the quality of their services 
and the productivity of their operations. 


1.1 Statement of the Problem 


The banking structure in India, evolved over several decades, is elaborate and has been 
serving the specific and varied credit and banking services of different customers and borrowers. As 
a result, Indian banks confront a wide range of issues in their client interactions after the 
implementation of the New Economic Policy and the subsequent liberalisation process. Customers 
have easier access to information and hence the life cycle of competitive advantage of individual 
banks have been shortened. In order to meet the requirements and desires of their consumers, banks 
must focus more on the quality of services they provide rather than the number of services they 
provide. In today's service sector, client happiness has become a very significant concept, and quality 
of such services has evolved as a slogan among the bankers. 


Hence, bank marketing experts continuously analyse how do customers perceive their banks’ 
services? What services do they expect their banks to provide? How well do their banks deliver 
services with quality on promises? What are the dimensions of such service qualities? What are the 
pull and push factors which condition the service quality? Finding answers to these questions through 
micro level studies will be much useful to the policy makers and the bankers so as to tune their 
services towards customers’ expectations. Hence, the present study has been carried out to examine 
the effect of reliability dimensions on customers’ perception over the services of ICICI Bank Branches 
in Nagapattinam District. 


1.2 Review of Literature 


Reliability (REL) is the capacity to carry out a predetermined duty in an error-free and 
appropriate manner. “Parasuraman et al, (1985), Parasuraman et al, (1988) and Parasuraman et al, 
(1994) established that reliability underlies companies’ performance of a service appropriately for 
the first time. Furthermore, they demonstrate that companies struggle to accomplish promises and 
pay thoughtfulness to the results. Reliability has been classified as the leading dimension of the 
SERVQUAL service quality measurement.” Reliability was found to be a significant element in the 
characteristics of service quality evaluated by Lam (2002). Singh and Kaur (2013) described that “the 
banks are known for their reliability and consistency in performing the banking tasks, however, it is 
important to portray this dependability through web-based services as well.” In his work, Chemegui 
and Hajer (2013) quantified “the reliability over the online task can increase the user involvement in 
the service and compel the user to avail the service again.” According to Baumann et al., (2017) 
specified that “reliability measures the range to which customers may depend on the service assured 
by the providing business firm”. 


1.3 Objectives of the Study 
The study attempts to investigate empirically the following specific objectives: 
1) To study the business profile and services offered by ICICI Bank Branches in 
Nagapattinam District. 
2) To examine the effect of reliability dimensions on customer perception over the 
services of ICICI Bank Branches in Nagapattinam District. 
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1.4 Testing Hypotheses 


e There is no statistically significant difference between expected and perceived quality of 
service among the various branches of ICICI banks in terms of reliability dimension. 


2.0 METHODOLOGY 
2.1 Sample Design and Sampling Method 


ICICI Bank has delivered its functions through eight branches located in rural and Semi-urban 
area of Nagapattinam district. 7 branches are located in Rural and 1 branch located in the Semi-urban 
area of Nagapattinam District (see Table 1). 


The 8 branches of ICICI in Nagapattinam District serves a customer population of 39,416. 
Hence proportionate stratified random sampling was used for selecting the sample respondents from 
all these eight ICICI bank branches. 


Table 1 - Total Number of Customers in ICICI Bank of Nagapattinam District 


Name of the Branch Area No. of Customers | Percentage 
Anaimelagaram Branch Rural 4,953 12.57% 
Kollidam Branch Rural 4,225 10.72% 
Komal Branch Rural 4,850 12.30% 
Konenirajapuram Branch Rural 4,225 10.72% 
Mayiladuthurai Branch (Mayuram) Rural 5,864 14.88% 
Mayiladuthurai Branch (Mahadhana Street) Rural 4,857 12.32% 
Nagapattinam Branch Semi-Urban 5,322 13.50% 
Thiruvelangadu Branch Rural 5,120 12.99% 

Total No. of Customer 39,416 100.00% 


Source: Compiled for Annual Report of ICICI Bank 


2.2 Sample Size 


There are 8 branches of ICICI in Nagapattinam District. All the eight branches of the bank were 
chosen for the study in such a way that respondents are representative of semi-urban and rural 
branches of ICICI banks. The sample size for the study was scientifically determined. It has been 
determined that the optimal sample size for a population of 39,416, a level of confidence at 95%, and 
a margin of error at 5% would be 380 (see Table 2). Further this sample size is proportionately 
distributed according to the number of bank customer in each branch. 


Table 2 - Proportionate Distribution of Sample Respondents 


Name of the Branch Area Percentage | No. of Customers 
Anaimelagaram Branch Rural 12.57% 47 
Kollidam Branch Rural 10.72% 41 
Komal Branch Rural 12.30% 47 
Konenirajapuram Branch Rural 10.72% 41 
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Mayiladuthurai Branch (Mayuram) Rural 14.88% 57 
Mayiladuthurai Branch (Mahadhana Street) Rural 12.32% 47 
Nagapattinam Branch Semi-Urban 13.50% 51 
Thiruvelangadu Branch Rural 12.99% 49 
Total (Sample Size: 380) 100.00% 380 


2.3 Limitations of the Study 


The current research is based on the findings of a data collected from 380 ICICI Bank 


customers in the district of Nagapattinam. According to the study's findings, ICICI Bank customers’ 
psychological and emotional traits, as well as the size of the sample, have a significant impact on the 
study's conclusions. And the study is limited to examine the Reliability dimensions of the service 


quality. 


The most significant limitation is that the scope of this research was restricted to the 
Nagapattinam District exclusively. Personal bias influenced the respondents’ disclosures of their 


income and other personal information. As a result, it is possible that the study's results cannot be 


generalised. Despite these drawbacks, the study's goal and logical presentations remain intact. 


3.0 RESULTS 


Table 3 - Frequency Distribution of Respondent's Profile 


Variables Frequency | Percentage 
Male 206 54.2 
Gender 
Female 174 45.8 
Married 326 85.8 
Marital status 
Unmarried 54 14.2 
Below 30 years 101 26.6 
Levels of Between 30 - 45 years 176 46.3 
Respondent Age | Between 45 - 60 years 72 18.9 
Above 60 years 31 8.2 
Nature of the Bank | Depositors 209 55.0 
Customer Borrowers bal 45.0 
Government employee 44 11.6 
Employee in the Quase Govt. enterprise 46 12.1 
Level of ; ‘ 
: Employee in the Private sector 158 41.6 
Occupation 
Self employed 80 21.1 
Others 52 13.7 
School Education 129 33.9 
Collegiate Education 215 56.6 
Level of Education 
Professional / Technical 34 8.9 
Others 2 0.6 


Quing: International Journal of Commerce and Management 


Apr -Jun 2022: Volume 2 Issue 2 


37 Effect of Reliability Variables on Customer Perception Over the Services of Bank 


Below %5,000 51 13.4 
Level of %5,000 - 10,000 213 56.1 
Respondent 
income %10.000 - 15,000 71 18.7 
%15,000 and above 45 11.8 
1 - 2 Years 80 21.1 
Level of No. of 

Years Customer 3 - 6 Years 177 46.6 
Holding the Bank | ¢ - 10 Years 81 213 

Account 
Over 10 Years 42 11.1 


Source: Primary data 


Above Table 3 inferred that, out of 380 sample respondents 54.2% of sample respondents 
are male and 45.8% are Female and 85.8% of married and 14.2% are unmarried. The age of 
respondents is classified in to four levels. 101 respondents are below 30 years of age. 176 
respondents are in the age between 30 - 45 years. 72 respondents are in the age group between 45 - 
60 years and 31 respondents are above 60 years of age. Around 209 respondents are depositors, and 
171 respondents are Borrowers of the ICICI Bank. The occupation of the respondent is classified into 
five levels. 44 sample respondents are government employee. 46 respondents are working in the 
queasy government sector. 158 respondents are working in the private sector. 80 respondents are 
self-employed and remaining 52 are working either for daily wages or engaged some work. it is clear 
from the table that 41.6% of sample respondents are working in the private sector. At lowest level, 
11.6% of respondents are government employee. It is concluding by saying that people who are 
working in the private sectors have mostly depended on ICICI bank services in the locality. 
Respondent educational levels are classified into four levels. 129 sample respondents are studied up 
to school level of education. 215 respondents are studied up to collegiate level of education. 34 
respondents are studied up to either professional or technical level. Just 2 respondents are illiterate. 
It is concluded that majority of the respondents are studied up to collegiate level of education. It 
56.6% of sample respondents. 33.9% of respondents are studied up to School level of education. 
While 213 respondents that are 56.1% are earn a monthly income between 5,000 to 10,000. 18.7% 
of respondents are earning %10,000 to 15,000. It is clear from the table that majority of the sample 
respondents are having a monthly income of 5,000 to =10,000. It is clear from the Table 3, that most 
of the sample respondents that is 46.6% are holding account in ICICI Bank around 3 years to 6 years, 
likely 11.2% of respondents are having account over 10 years in ICICI Bank. 


3.1 The Effect of Reliability Variables on Customer Perception Over the Services of Bank 


Multiple regression analysis is conducted to check the effect of reliability variables on 
customer overall perception over the Banking services, to know the significant Reliability variables 
which highly influence the customer perception over the Banking services well as insignificant factor 
which does not influence the customer perception over the Banking services. 


Dependent Variable: OVERALL (overall customer perception over the Banking services) 
Independent Variables (Reliability) 

REL1 (Appearance of the Bank) 

REL2 (Appearance of Bank Physical facilities) 

REL3 (Appearance of Waiting area) 
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REL4 (ATM Facility and Arrangement) 
RELS (Security arrangement) 


3.1.1 The Effect of Reliability variables on Depositors perception over the services of Bank: 


In order to check the effect of banking reliability variables on depositors’ perception over the 
services of Bank, multiple regression analysis is conducted to know the significant factor which highly 
influence the bank depositor’s customers perception over the services of ICICI bank as well as 
insignificant factor which not influence the bank borrowers over the services of Bank. 


Table 4 - Result of Model Summary - Banking Reliability Variables vs. Depositors Perception Over the 
Banking Services 


R-squared = 0.368281 percent 
R-squared (adjusted for d.f.) = 0 percent 

Standard Error of Est. = 1.21796 

Mean absolute error = 1.00481 
Durbin-Watson statistic = 1.74549 (P=0.0328) 
Lag 1 residual autocorrelation = 0.126534 


Sources: Primary Data 


Table 5 - Result of Regression Analysis - Banking Reliability variables vs Depositors perception over the 
Banking services 


Parameter Estimate Standard Error T Statistic P-Value 
CONSTANT 2.50175 0.328793 7.60888 0.0000 
Depositors.REL1 -0.013947 0.128225 -0.10877 0.9135 
Depositors.REL2 0.0513913 0.0635133 0.809143 0.0419 
Depositors.REL3 | -0.00159454 0.0796006|} -0.0200317 0.9840 
Depositors.REL4 -0.0220101 0.0788628 -0.279093 0.7805 
Depositors.REL5 -0.0129101 0.0808022 -0.159775 0.8732 


Sources: Primary Data 


Table 6 - Result of ANOVA - Banking Reliability variables vs Depositors perception over the Banking 
services 


Source Sum of Squares Df Mean Square | F-Ratio | P-Value 
Model 1.11312 5 0.222625 0.15 0.9798 
Residual 301.136 203 1.48343 
Total (Corr.) 302.249 208 


Sources: Primary Data 


The output illustrates the effect of constructing a multiple linear regression model to 
characterise the relationship between Depositors' overall customer views of Banking services and 
five independent Reliability factors (see Table 5). The equation of the fitted model is; 

Depositors’ Overall customer perception over the Banking services = 2.50175- 
0.013 94.7*Depositors.REL1 +0.0513913*Depositors.REL2-0.00159454*Depositors.REL3- 
0.0220101*Depositors.REL4. - 0.0129101*Depositors.REL5S 
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It was found from the Table 6, the significant value (p-Value) is greater or equal to 0.05. It 
shows that the null hypothesis is failed to reject at the 95.0 percent or higher level of confidence. The 
value of R-squared statistic explains 0.368281 percent of the variance in Depositors overall customer 
views of Banking services (see Table 4). In order to compare models with varying numbers of 
independent variables, the adjusted R-squared value is 0.0 percent. Durbin-Watson (DW) statistic 
checks the residuals to see whether there is any association with the depositor's data based on their 
order. As the P-value is lower than 0.05, there is a possibility that there is a serial correlation with a 
degree of confidence of 95.0 percent. The variables namely REL3 and REL5 have a 26.62 percent of 
relationship between them is highest among the five reliability items (see Table 7). It is concluded 
that among the five Reliability variables of banking services which used to predict the impact on 
overall Depositors perception over the banking services, REL2 (Appearance of Waiting area) are 
creates a significant impact on customer perception regarding banking services. However, the 
remaining Reliability variables, REL1, REL3, REL4 and RELS, were not made any significant impact on 
overall customer perception. It is notice that the highest P-value on the independent variables is 
0.9840, belonging to Depositors.REL3. Since the P-value is greater or equal to 0.05, that term is not 
statistically significant at the 95.0 percent or higher confidence level. Consequently, it should consider 
removing Depositors.REL3 from the model. 


Table 7 - Correlation between Reliability Variables of Banking Services by Depositors 


REL 1 REL 2 REL 3 REL 4 REL5 
REL 1 1.0000 
REL 2 -0.0653 1.0000 
REL 3 0.0538 -0.0200 1.0000 
REL 4 0.0435 0.1839 0.2265 1.0000 
REL 5 -0.1431 0.0379 0.2662 0.2191 1.0000 


Sources: Primary Data 
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Chart 1 - Scatterplot Matrix Shows the Correlation between Reliability Variables of Banking Services 
by Depositors of the Bank 
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Chart 2 - Residual Plot for Overall Depositors Perception Over Banking Services Quality with Reliability 


Variables 


3.1.2 The Effect of Reliability variables on Borrowers perception over the services of Bank: 


In order to check The Effect of banking reliability variables on borrowers’ perception over the 
services of Bank, multiple regression analysis is conducted to know the significant factor which highly 
influence the bank borrowers’ customers perception over the services of ICICI bank as well as 
insignificant factor which not influence the bank borrowers over the services of Bank. 


Table 8 - Result of Model Summary - Banking Recovery Variables vs Overall Borrowers Perception Over 


the Banking Services 


R-squared 

R-squared (adjusted for d.f.) 
Standard Error of Est. 

Mean absolute error 
Durbin-Watson statistic 


Lag 1 residual autocorrelation 


3.98727 percent 
1.0778 percent 
1.23327 

1.00079 

1.79752 (P=0.0932) 
0.0960624 


Sources: Primary Data 


Table 9 - Result of Regression Analysis - Banking Reliability Variables vs Overall Borrowers Perception 


over the Banking Services 


Parameter Estimate Standard Error T Statistic P-Value 
CONSTANT 2.24803 0.449829 4.99752 0.0000 
REL 1 0.143006 0.156194 0.915567 0.3612 
REL 2 0.0384909 0.0676485 0.568984 0.5701 
REL 3 0.118397 0.0723367 1.63674 0.0103 
REL 4 0.121056 0.085122 1.42215 0.0156 
REL 5 -0.0528635 0.0775043 -0.682072 0.4962 


Sources: Primary Data 
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Table 10 - Result of ANOVA - Banking Recovery Variables vs Overall Borrowers Perception Over the 
Banking Services 


Source Sum of Squares Df Mean Square | F-Ratio | P-Value 
Model 10.4219 5 2.08439 1.37 0.2380 
Residual 250.958 165 1.52096 
Total (Corr.) 261.38 170 


Sources: Primary Data 


The output illustrates the effect of constructing a multiple linear regression model to 
characterise the relationship between Borrowers’ overall customer views of Banking services and 
five independent Reliability factors (see Table 9). The equation of the fitted model is 


Borrowers Overall customer perception over the Banking services = 2.24803 + 
0.143006*REL1 + 0.0384909*REL2 + 0.118397*REL3 - 0.121056* REL4 - 0.0528635*.REL5 


It was found from the Table 10, the significant value (p-Value) is greater or equal to 0.05. It 
shows that the null hypothesis is failed to reject at the 95.0 percent or higher level of confidence. The 
value of R-squared statistic explains 3.98727 percent of the variance in Depositors overall customer 
views of Banking services (see Table 8). In order to compare models with varying numbers of 
independent variables, the adjusted R-squared value is 1.0778 percent. Durbin-Watson (DW) statistic 
checks the residuals to see whether there is any association with the borrower’s data based on their 
order. As the P-value is lower than 0.05, there is a possibility that there is a serial correlation with a 
degree of confidence of 95.0 percent. It is concluded that among the five Reliability variables of 
banking services which used to predict the impact on overall borrowers’ perception over the banking 
services, REL3 (Appearance of Waiting area) and REL4 (ATM Facility and Arrangement) are creates a 
significant impact on borrowers’ perception regarding banking services. However, the remaining 
Reliability variables, REL1, REL2 and REL5, were not made any significant impact on overall customer 
perception It is notice that the highest P-value on the independent variables is 0.5701, belonging to 
Borrowers.REL2. Since the P-value is greater or equal to 0.05, that term is not statistically significant 
at the 95.0 percent or higher confidence level. Consequently, it should consider removing 
Borrowers.REL2 from the model. 
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Chart 3 - Residual Plot for Overall Borrowers Perception Over Banking Services Quality with Reliability 
Variables 
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3.1.3 The Effect of Reliability variables on Overall customer perception over the services of 
Bank: 


In order to check The Effect of banking reliability variables on Overall customer perception 
over the services of Bank, multiple regression analysis is conducted to know the significant factor 
which highly influence the bank customers’ perception over the services of ICICI bank as well as 
insignificant factor which not influence the bank borrowers over the services of Bank. 


Table 11 - Result of Model Summary - Banking Reliability Variables vs Overall Customer Perception Over 
the Banking Services 


R-squared = 14.4188 percent 
R-squared (adjusted for d.f.) = 10.10096 percent 
Standard Error of Est. = 1.22315 

Mean absolute error = 1.00987 
Durbin-Watson statistic = 1.81553 (P=0.0361) 
Lag 1 residual autocorrelation = 0.0902663 


Sources: Primary Data 


Table 12 - Result of Regression Analysis - Banking Reliability Variables vs Overall Customer Perception 
Over the Banking Services 


Parameter Estimate Standard Error T Statistic P-Value 
CONSTANT 2.40484 0.26024 9.24089 0.0000 
REL 1 0.0658926 0.0976035 0.675105 0.5000 
REL 2 0.05274 0.0456518 1.15527 0.2487 
REL 3 0.0636712 0.0529621 1.2022 0.2300 
REL 4 0.081227 0.0556231 1.46031 0.0450 
REL 5 -0.044934 0.0537268 -0.836342 0.4035 


Sources: Primary Data 


Table 13 - Result of ANOVA - Banking Reliability Variables vs Overall Customer Perception Over the 
Banking Services 


Source Sum of Squares Df Mean Square | F-Ratio | P-Value 
Model 8.05347 5 1.61069 1.08 0.3729 
Residual 559.536 374 1.49609 
Total (Corr.) 567.589 379 


Sources: Primary Data 


The output illustrates the effect of constructing a multiple linear regression model to 
characterise the relationship between overall customer views over the Banking services and five 
independent Reliability factors (see Table 12). The equation of the fitted model is; 


OVERALL CUSTOMER PERCEPTION OVER THE BANKING SERVICES = 2.40484 + 0.0658926*REL1 
+ 0.05274*REL2 + 0.0636712*REL3 - 0.081227*REL4 - 0.044934*REL5 

It was found from the Table 13, the significant value (p-Value) is greater or equal to 0.05. It 
shows that the null hypothesis is failed to reject at the 95.0 percent or higher level of confidence. The 
value of R-squared statistic explains 14.4188 percent of the variance in overall customer views of 
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Banking services (see Table 11). In order to compare models with varying numbers of independent 
variables, the adjusted R-squared value is 10.10096 percent. Durbin-Watson (DW) statistic checks 
the residuals to see whether there is any association with the borrower’s data based on their order. 
As the P-value is lower than 0.05, there is a possibility that there is a serial correlation with a degree 
of confidence of 95.0 percent. Among the five reliability variables REL3 and REL5 have a highest 
relationship of 25.77 percent (see Table 14). It is concluded that among the five reliability variables 
of banking services which used to predict the impact on overall customer perception over the banking 
services, REL4 are creates a significant impact on customer perception regarding banking services. 
However, the remaining Reliability variables, REL1, REL2, REL3 and REL5, were not made any 
significant impact on overall customer perception. It is notice that the highest P-value on the 
independent variables is 0.5000, belonging to REL1 (Appearance of the Bank). Since the P-value is 
greater or equal to 0.05, that term is not statistically significant at the 95.0 percent or higher 
confidence level. 


Table 14 - Correlation Shows the Relationship between Reliability Variables by Overall Bank Customer 


REL 1 REL 2 REL 3 REL 4 REL 5 
REL 1 1.0000 
REL 2 -0.0710 1.0000 
REL 3 0.0058 0.1010 1.0000 
REL 4 -0.0717 0.1405 0.1287 1.0000 
REL 5 -0.2008 0.1252 0.2577 0.0575 1.0000 
Sources: Primary Data 
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Chart 4 - Scatterplot Matrix Shows the Relationship between Reliability Variables by Overall Bank 
Customer 
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Residual Plots for Overall customer perception over banking services quality with Reliablity variables 


-16 -0.8 0.0 


0.8 1.6 2.4 


Residual 


Normal Probability Plot Versus Fits 
99.9 
99 © @ ee ew rane 
e 
= ir 3 07e coe 0 0 0 cate ce 
o s 
2 50 3 
oO a ov 
a 10 (4 
1 
0.1 5 
-4 2 0) 2 4 2.0 DO) 2.4 2.6 2.8 
Residual Fitted Value 
Histogram Versus Order 

80 

60 
g 3 
i= 
3 40 3 
c 3 blll Way 
E [4 4 1M] 


i 50 100 150 
Observation Order 


200 250 300 350 


Chart 5 - Residual Plot for Overall Customer Perception Over Banking Services Quality with Reliability 
Variables 


Table 15 - Comparative Statement Showing the Significant Reliability Variables Create Impact on 
Customer Perception on Banking Services 


Nature of Customer/ menacins Berrewens Overall 
Variables P Customer 
REL 1 No No No 
Yes - Appearance of 
REL 2 Bank Physical No No 
facilities 

REL 3 No No NO 

REL 4 No Yes - ATM Facility | Yes - ATM Facility 
and Arrangement | and Arrangement 

REL5 No No No 


Sources: Primary Data 


The above table shows the impact banking reliability variables. Among the five-banking 
reliability variable REL1, REL3 and REL5 have not create any impact on Depositors/borrowers and 
Overall customer perception on banking services. However, the variable REL4 create impact for 
Borrowers and overall customer over the significant perception on banking services. The depositors 
concern, variable REL2 create significant impact on banking services (see Table 15). 


4.0 DISCUSSION 


Several research have shown that there is a correlation between the quality of the services 
provided and the level of satisfaction experienced by the customer. As a result of enhancing customer 
happiness and loyalty, banks may generate long-term income. It is a holistic term that incorporates 
many components from both previous and current service experiences. 
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The concept of reliability is fundamental to the provision of high-quality service. Customers 
acquire trust in banks and their workers when they see that the services, they get are trustworthy. It 
is important for bank employees to receive adequate and regular training so that they can manage 
challenging circumstances with confidence. Appearance of bank including physical facilities is 
important for retaining their customer for long period. Regarding the physical services, the customers 
are not satisfied with the present facilities available inside the bank. It is suggested that the Bank 
Branches must ensure the availability of pamphlets on services offered by the bank and forms / 
challans meant for various banking services in English and Tamil to enable the customers to avail the 
services without any difficulty. Currently the forms / applications available are printed either in 
English and Hindi. 


4.1 Scope for Future Research 


The scope of future research is emphasised below, taking into account the results of the 
current study; 


1) Role of ICICI Bank in financial inclusion. 
2) Role of Banks in the Promotion of Livelihood Status of Fisherman in Nagapattinam District. 


3) Role of Banks in the Promotion of Exporting the Sea Food Products in Nagapattinam District. 
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